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CPA Performance View— 2002

Introduction
The AICPA ’s Special C om m ittee on A ssurance Services
(SCAS) identified performance measurement assurance as an
assurance service that could be provided by CPAs. With the
formation o f the Business Performance Measures Task Force
came the development o f an assurance service called CPA Per
formance View. Since its introduction, a significant level o f
interest has developed in this emerging practice area. To ad
dress this interest, the AICPA’s M ember Innovation Team is
introducing this Assurance Services Alert on CPA Perfor
mance View services. This Alert serves both as an introduction
to those who are unfamiliar with CPA Performance View, as
well as an update o f im portant new developments for those
who have expanded their practice to include Performance
View engagements.
CPA Perform ance View services offer great p oten tial for
practitioners by building on the CPA’s reputation for busi
ness know ledge, independence, objectivity, and integrity.
M ost CPAs already possess many o f the com petencies that
are needed to perform CPA Perform ance View en gage
ments. Some o f the required skills include com m unicating,
facilitating, and assessing human behavior and motivation.
Practitioners experienced in providing consulting services
will probably require m inimal additional training to provide
the service.
We hope that the information provided in this Alert will as
sist you in ensuring your long-term professional growth by
tapping into the full potential o f the CPA Performance View
engagement.
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Performance Measurement Assurance Services
What are assurance services?
The SCAS, whose charge was to assess the economics o f auditing
and its likely future, concluded that financial statement auditing
is no longer a growth industry. After extensive research, the SCAS
identified opportunities for additional work in the audit tradi
tion, suggesting that a wider variety o f assurance engagements
could be offered. The SCAS defines these assurance services as
“independent professional services that improve the quality o f in
formation or its context for decision makers. This information
can be financial or nonfinancial, historical or prospective.”
Starting with a list o f over 280 services that large and multina
tional accounting firms were delivering to their clients and based
on input from the firms, the SCAS settled on a number o f ser
vices to be developed.1The list was ultimately scaled down to five
services: CPA ElderCare, CPA Performance View, Risk Manage
ment, SysTrustSM, and WebTrustSM. Business plans were devel
oped to assess the market potential o f each service, and steps were
identified that CPAs should take to begin offering these services.
Regarding performance measurement services, the SCAS con
cluded that managers are increasingly relying on nonfinancial
measures and information in addition to nonfinancial measures
when managing their businesses. No longer are strategic objec
tives measured solely by financial performance. Organizations are
adding nonfinancial measures such as customer satisfaction, cycle
time, employee satisfaction, shareholder value, and growth. These
organizations are also using performance measure systems to help
realize their strategic goals and objectives.

Performance Measurement Defined
The concept behind performance measurement is rather simple.
While financial performance is the ultimate yardstick by which a
company is measured, internally there are other drivers o f perfor1. The full report o f the SCAS is available on the AICPA's Web site at
www .aicpa.org/assurance/index.htm.
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mance called critical success factors (CSFs), which must be man
aged on a regular basis. And these drivers ultimately affect the fi
nancial performance o f the company.
For example, as shown in the following diagram, a motivated
work force will lead to higher quality products, which leads to
more satisfied customers, higher sales, and better cash flow, which
in turn leads to a more motivated work force. Thus, by managing
a nonfinancial measure, such as employee satisfaction, managers
will ultimately affect the company’s bottom-line performance.

The key performance indicators (KPIs) track back to the CSFs.
The KPIs are monitored on a periodic basis so everyone knows
how the company, division, or unit is performing. Measures can
be monitored as often as desired.
It is important to realize a performance measurement system im
plementation starts with the development o f a strategic plan. The
measures must lead to a goal, not simply a vague concept such as
increasing profits. What will it take to increase profits? What are
the critical steps individual employees can take that will have the
greatest effect? By starting with a strategic plan, measures can be
7

set for the executive level o f management to reach that goal. From
there, other measures are created at successive levels o f the organi
zation that all feed back into the company’s goals. These succes
sive layers o f measures allow everyone at the organization to
understand their role in the process.
Typically, an employee working in one specific area— on a print
ing press, for example— will not know how he or she can affect
the company as a whole by increasing the company’s cash flow
through his or her activities. However, goals for limiting the
number o f changeovers or errors are things he or she deals with
daily and can work to change. These measures feed into the mea
sures that the shop floor manager is responsible for, and the shop
floor manager’s measures feed into the plant manager’s measures,
which ultimately get back to the company’s measures. For com
panies without a strategic plan, there is an opportunity for CPAs
to work with these companies to help establish one.
One o f the tenets o f a performance measurement system is to
keep it simple. It is possible to measure thousands or tens o f
thousands o f measures and create a huge database o f measures so
someone always knows what is happening everywhere within the
company. However, the point o f a performance measurement sys
tem is not to create additional work or overload someone. Select
ing too many measures will create a huge amount o f information
that becomes just one more report that doesn’t get read. Perfor
mance measures should be few in number at each level, and easy
to understand. Ideally the measures should be presented in a
graphic format so they can be understood at a glance— similar to
the dashboard o f a car. Many o f the available software packages
use the colors o f a traffic light (red, yellow, and green) to indicate
how each measure is performing with gauges and warning signals.
(See Appendix B for screenshots o f CPA View software.)
A second tenet o f a performance measurement system is that the
information should be shared with everyone— open book man
agement, if you prefer. The point o f a performance measurement
system is that everyone will understand what is happening and
will be in a position to see how the measures are changing. Thus,
information must be shared so people can see the results o f their
8

efforts and those o f others within the organization. Some compa
nies set up bulletin boards in an area where all the employees can
see them and have each department report its performance on a
section o f the boards. This allows everyone to know which de
partments are performing well, and can create some healthy com
petition among the departments to try to outdo the others— for
the benefit o f all.
For companies used to strict secrecy, sharing financial informa
tion with all or many o f the workers is a hard concept to accept.
But, workers will be more motivated by seeing that the changes
are positively affecting the company and that they are making a
difference. A little pat on the back goes a long way.

Executive Summary— Performance Measurement Assurance Services
• The AICPA’s SCAS identified performance measurement assurance
as an assurance service that can be provided by CPAs.
• Assurance services “improve the quality of information or its context
for decision makers,” information that can be either financial or
nonfinancial.
• Performance measurement assurance helps an organization deter
mine the key performance indicators or critical success factors that
will lead to better performance.
• Performance measures allow everyone in the company to understand
how their actions affect the company’s strategic plan.
• Performance measurement systems are designed to be simple by only
tracking a few critical measures. There is no point in tracking every
piece of data, only data critical to the organization’s success.

The Performance Measurement Market and CPA
Performance View
What is CPA Performance View?
CPA Performance View is a professional service that provides
CPAs with a system and methodology that they can use to deliver
performance measurement services to their clients or employers.
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The service line provides a methodology that can be used to de
liver performance measurement services to their clients.
Performance measurement theory has been around for many years,
whether it is called performance management, Balanced
Scorecard™, or something else. CPA Performance View is an en
capsulated version o f performance measurement theory designed
to allow small and medium-sized CPA practitioners and/or consul
tants to provide performance measurement services to their clients.
In addition, members in industry can use the CPA Performance
View methodology within their companies or organizations.
The AICPA and the Canadian Institute o f Chartered Accoun
tants (CICA) jointly developed CPA Performance View with the
help o f Mentor Plus (www.mentorplus.com) and a task force o f
individuals from accounting and consulting firms who specialize
in providing performance measurement consulting services to
their clients or employers.

Target Companies
What is the market for performance measurement services?
Companies are under continuing pressure to improve their busi
nesses, to squeeze out more efficiency without raising prices. One
way to accomplish this is to more efficiently mange the business.
The theory behind performance measurement is that by focusing
on a few measures, the business can be better managed.
The use o f performance measurement systems has found accep
tance in many large and multinational corporations. The interna
tional and many o f the national accounting firms have significant
performance measurement-related services, as part o f their overall
assurance service practices. Also, any company that has pursued
winning a Baldrige Quality Award is very familiar with perfor
mance measurement systems, as 40 percent o f the score for the
award is based on setting and meeting performance measures.
As part o f the development o f the CPA Performance View service
line, a research report was prepared to determine market demand
for the service and whether potential buyers believed that CPAs
10

could deliver the service effectively.2 A number o f factors were
sited as a reason for interest in the service, including:
•

Being in a position to create better reports and expand the
company’s reporting capabilities.

•

Consolidating and integrating information into one sys
tem that is easy to monitor.

•

Being able to track key performance indicators for the
business, and being able to do so quickly and easily.

•

Providing a means for everyone within the company to un
derstand the strategic goals and how to help meet those goals.

•

Being an objective outsider to the company, someone not
involved in turf wars for funding or position.

The CPA’s Role
While the market may see value in having a working performance
measurement system in place, can they see value when a CPA
proposes such a system? CPA Performance View is not a service
line for every CPA. While it is based on the skills and core com
petencies that CPAs have been developing for years, this service is
a bit o f a departure. This service is designed for CPAs who are
willing to challenge the norm and help their clients facilitate im
provements in the way they operate. CPAs will not be acting in
their usual role o f interpreting data and applying rules and stan
dards to that data. Rather, they will be acting as advisers or facili
tators to the company while the company’s employees work to
solve the issues it faces. Thus, CPA Performance View is not a ser
vice for everyone, but it is a rewarding service for those practi
tioners who offer the service. Some practitioners have found the
change to be very rewarding and invigorating for their careers.
The question remains: Why should CPAs be providing this ser
vice to their clients? CPAs know their clients’ businesses better
than any other professional. And, in many cases, CPAs have de
veloped into industry experts who know the typical value drivers
2. Louis Harris and Associates, Inc., prepared the study.
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in a particular industry or industries. Further, CPAs are already
familiar with devising ways to capture and measure data and pre
sent it in an understandable format. Thus, using the current core
competencies o f CPAs to provide performance measurement ser
vices is a change in function, but not a change in ability— a
change that many CPAs should be able to accomplish with mini
mal effort. Performance measurement services are an opportunity
for CPAs to become the complete business adviser to whom
clients and employers can turn for help.

Executive Summary— The Performance Measurement Market and
CPA Performance View
• CPA Performance View is a professional service from the AICPA
and CICA.
• Performance measurement theory has been around for many years.
CPA Performance View is an encapsulated version designed for small
and medium-sized accounting firms, companies, or organizations.
• The skill set of most CPAs will allow them to adopt this service
rather easily. CPAs are accustomed to measuring and tracking finan
cial data, and this service uses those skills to add nonfinancial mea
sures to the mix.
• You should evaluate the service requirements and your capabilities or
those of your staff to ensure the service will fit with your firm.

Performing a CPA Performance View Engagement—
An Overview
How can my firm start performing CPA Performance
View engagements?
While CPA Performance View is service marked by the AICPA
and the CICA, there is nothing preventing practitioners from im
mediately offering performance measurement services to their
clients, as many already are doing. It comes down to the individ
ual’s level o f knowledge and comfort level with the performance
measurement theory.

12

For those already comfortable with performance measurement
theory, the AICPA offers a practice guide, CPA Performance View
Service: A Practitioner’s Guide to Providing Performance Measure
ment Engagements, which provides a recommended methodology
to be used in delivering the service. The practice guide contains
checklists and practice aids designed to ease the entry into the ser
vice line. There are alternative methodologies that other groups
or organizations promote, including the Balanced Scorecard™,
as promoted by the Balanced Scorecard Collaborative and a num
ber o f other companies. In addition, the Practitioners Publishing
Company publishes its own practice guide, Steering Client Success
Through Performance Measurement, that users may find helpful.
For those who are looking for more information and want addi
tional support, they may attend a workshop to obtain more de
tailed training. A number o f organizations offer performance
measurement workshops, including the AICPA.
The AICPA offers a workshop, CPA Performance View PLUS, ap
proximately four times per year. At the workshop, attendees learn
how to:
• Use the entire CPA Performance View Consulting System
and the accompanying tools.
•

Develop flash reports and scoreboards, and use the power
ful software tool, CPA Views.

•

Structure this service into a year-round revenue stream.

•

Develop an action plan to set appropriate goals and next
steps for your firm.

•

Apply easy-to-implement approaches to selling and clos
ing— approaches that can be used by even the most salesadverse practitioner.

•

Walk into any business and identify areas to be measured,
how often, and by what means.

•

Determine which clients are best suited for performance
measurement engagements.
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Scale this service from your smallest to your largest clients.
Turn client strategies into actionable performance measures.
Cascade performance measures down through your client’s
organization.
Apply stealth consulting techniques that overcome a
client’s perceptions.
Use advanced facilitation skills for managing conflict and
overcoming obstacles during the planning and implemen
tation process.
Incorporate graphic facilitation models for capturing
group processes more effectively.

Engagement Issues
How is a CPA Performance View engagement performed?
Before you start a CPA Performance View engagement, you want
to make certain that you address the basic issues o f taking on any
engagement. Such initial issues include:
1. Client acceptance should be addressed, which includes:
•

The firm’s business strategy.

• An assessment o f risk associated with the client, along
with client integrity.
•

The nature o f the services to be provided and the asso
ciated fee structure.

2. As required by Chapter 7, “Establishing an Understanding
With the Client,” o f Statement on Standards for Attesta
tion Engagements (SSAE) No. 10, Attestation Standards:
Revision and Recodification (AICPA, Professional Standards,
vol. 2, AT sec. 701), the practitioner should establish an
understanding with the client regarding the services to be
provided. Such an understanding reduces the risk that ei
ther the practitioner or the client may misinterpret the
needs or expectations o f the other party. The practitioner
should document the understanding in the working pa
14

pers, preferably through a written communication with
the client.
3. Proper planning o f the engagement and adequate supervi
sion o f staff are important elements in any engagement.
Planning is critical in developing an efficient and effective
engagement strategy, while proper supervision helps to en
sure that the strategy is appropriately applied.
4. Evaluating the commitment o f the organization is critical.
Without CEO-level support the project will not even begin,
but the support o f the entire organization is also very im
portant. If employees see this as just another management
edict that will be pushed for a while and then forgotten, you
will probably not get the support you need to succeed.
The basic steps for the CPA Performance View engagement,
which may differ from approaches advocated by others, are:
1. Explain to everyone the project’s purpose. The success o f
this project will depend on the level o f buy-in from the
employees and will require openly sharing information
with everyone involved. So, start the process with informa
tion sharing.
2. Establish a baseline o f prior planning. Look for evidence of
recent planning documents and ask what people were in
volved in these planning efforts. It may be helpful to
arrange an invitation to observe the organization’s strategic
planning process if you are not already currently involved.
3. Develop a vision statement and mission statement, if they
do not already exist. The vision statement will tell everyone
where the organization is going in the future and provide a
goal that everyone will be able to keep in mind. The mis
sion statement tells the world (1) who the organization is,
(2) what it does, and (3) who benefits by having the orga
nization around. This step should involve the input o f a
cross-functional team o f the organization’s employees.
4. SW O T Analysis. M ap out the organization’s strengths,
weaknesses, opportunities and threats. As with step 3, this
15

analysis will be completed with the assistance o f the orga
nization’s employees, as they know the organization and its
environment best.
5. Generate a list o f possible CSFs. While facilitating a meet
ing with the cross-functional team, develop a list o f possi
ble C SFs that can be pared to the few C SFs that the
organization should focus on.
6. Pare the list o f possible CSFs to the true CSFs. Each o f the
possible CSFs must be reviewed: is it linked to the vision
and mission statements and is it measurable and reason
able? If the CSFs don’t support the statements, they are not
truly critical factors o f the organization’s success; they are
merely more data that someone will have to spend time
tracking. In addition, the CSFs must be balanced across the
organization and between financial and nonfmancial issues.
7. Identify owners for each CSF, as someone has to own and
be responsible for each factor. Being the owner means
being closest to the activity, probably with direct operating
responsibility for this area o f performance and, therefore,
for reporting. The benefit o f having identified owners is
that they bring expertise and practical, hands-on experi
ence, and they can be realistic in how the CSF is defined
and validated.
8. Develop your performance measures by working from the
list o f CSFs. Once the CSFs are identified, it is time to de
termine how you will track those factors, and how the in
formation will be captured. Considerations include:
•

Understandability— Do they have validity that can be
easily grasped by others?

•

Reliability— Do they have little or no chance o f error or
false reading?

• Accessibility— Are they easily obtainable from current
operations or systems?
•

Free from bias— Are they open to third-party informa
tion for verification?
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•

Consistent— Will the same reading be obtained repeat
edly, given the same operating conditions?

•

Inspiration— Do they inspire individual commitment
to achieve a given performance?

9. Develop a system to track the performance measures. Now
that you know what should be tracked, you need a means
to track the measures.
•

How will the data be captured?

•

Do you have an internal baseline to measure future pe
riods against?

•

Do you want to benchmark your organization’s data
against that o f other organizations?

•

Can tracking be automated or will it have to be a man
ual process?

•

How will the data be summarized?

Executive Summary— Performing a CPA Performance View
Engagement— An Overview
• As with all engagements, client acceptance is an important preen
gagement activity. Among the matters to consider include client
screening, preliminary risk assessment, engagement resources re
quired, and establishing an understanding with the client.
• The ultimate objective of a CPA Performance View engagement is
the identification of CSFs and selection of measures that will allow
the company to operate more efficiently.
• The role of the CPA is to be a facilitator in the process, not the an
swer person. The answers are in the brains of the organization’s em
ployees, it is the CPA’s job to extract the answers.
• There are no third-party reports to be prepared.

Marketing CPA Performance View
You now understand the concept o f performance measurement
and CPA Performance View services. One o f the easiest and per
haps most effective ways to market CPA Performance View ser17

vices may simply be to describe the service and explain how it ad
dresses current concerns that an owner or executive may have
about the organization not achieving the results he or she believes
should be possible.
Performance measurement services either can be sold as a separate
service or combined with services that an accounting firm already
provides to its clients. As a separate service, it provides value to
organizations as they look for better ways to manage their busi
ness. But, as a component o f an annual audit, it allows account
ing firms to build a value-added service into the audit that will
help to distinguish one firm from others. The Boston office o f
one accounting firm has incorporated the tracking o f perfor
mance measures into its audits and has been successful in helping
clients identify issues before they got out o f hand. In one in
stance, the auditors identified a growing problem in the shipping
office that was easy to fix once it had been identified.
The CPA Performance View service can also be sold in phases, so
the client has time to get comfortable with the service and deliv
ery. You could start by facilitating a session to develop vision and
mission statements and then move on to the next phases o f the
entire engagement as the client became more comfortable. This
allows you to provide a lower entry point for clients based on
their size and initial commitment.
Remember, as a CPA you have access to the key decision mak
ers in senior management and the board o f directors. These
parties are potential customers for CPA Performance View. A
key component o f your firm’s marketing plan should be to cap
italize on these existing audit relationships. G ood luck with
your marketing efforts!

Executive Summary— Marketing CPA Performance View
• Describing the CPA Performance View service and explaining how
it addresses concerns about how efficiently and profitably the com
pany operates is probably your best marketing tool.
• A CPA Performance View engagement can be a stand-alone service
or incorporated into other services. Also, the service can be sold in
18

phases to ease the client into the process—the “nibble, bite, gulp”
theory, if you will.
Among the strong selling points includes the fact that the end result
of the CPA Performance View engagement is not a report that will
sit on the shelf and collect dust. As part of this engagement the com
pany will have identified the measures that have a tremendous effect
on the organization’s results.

Professional Standards Applicable to CPA
Performance View
What professional standards apply to the performance of CPA
Performance View engagements?
CPA Performance View services may constitute either an attest
(assurance) or a consulting service, depending on the agreedupon procedures and what the service entails. However, at this
time, the majority o f CPA Performance View services will proba
bly be consulting services. Regardless o f what type o f service is
provided, the AICPA Code o f Professional Conduct is applicable.
These ethical standards are what set the CPA profession apart
from other professional services and are the basis upon which the
assurance services were developed.
The full text of the Code o f Professional Conduct may be found
on the AICPA Web site at www.aicpa.org/about/code/index.htm.
Further, the A IC P A Ethics H o tlin e m ay be con tacted at
(888) 777-7077.

Independence
Among the standards included in the Code o f Professional Con
duct are those relating to independence. Independence is the
hallmark o f the CPA profession. In cases where the CPA Perfor
mance View service is an assurance service (that is, an attestation
or agreed-upon procedures engagement) independence is re
quired. A lack o f independence would preclude you from provid
ing such assurance service.
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Consulting
As provided in Statement on Standards for Consulting Services
(SSC S) No. 1, Consulting Services: Definitions an d Standards
(AICPA, Professional Standards, vol. 2, C S sec. 100.02), “In a
consulting service, the practitioner develops the findings, conclu
sions, and recommendations presented. The nature and scope o f
work is determined solely by the agreement between the practi
tioner and the client. Generally, the work is perform ed only for the
use and benefit o f the client.” (Emphasis added)
If the CPA Performance View is a consulting service, as the ma
jority o f engagements will be, you are not required to be indepen
dent. Nevertheless, a conflict o f interest may exist as described in
Rule 102, Integrity an d Objectivity (AICPA, Professional Stan
dards, vol. 2, E T sec. 102.01), and its Interpretations. If you be
lieve the professional service can be performed with objectivity,
and the relationship is disclosed to and consent is obtained from
the client or other appropriate party, the rule will not prohibit the
performance o f the professional service.
The general standards o f the profession are contained in Rule
201, General Standards (AICPA, Professional Standards, vol. 2, ET
sec. 201), and apply to all services performed by members. They
are as follows:
•

Professional competence. Undertake only those professional
services that the member or the member's firm can reason
ably expect to be completed with professional competence.

•

Due professional care. Exercise due professional care in the
performance of professional services.

•

Planning and supervision. Adequately plan and supervise
the performance o f professional services.

•

Sufficient relevant data. Obtain sufficient relevant data to
afford a reasonable basis for conclusions or recommenda
tions in relation to any professional services performed.

As provided in SSC S No. 1, the following additional standards
are applicable for all consulting services “in which the under
20

standing with the client may establish valid limitations on the
practitioner’s performance o f services.”
•

Client interest. Serve the client interest by seeking to ac
complish the objectives established by the understanding
with the client while maintaining integrity and objectivity.

•

Understanding with client. Establish with the client a writ
ten or oral understanding about the responsibilities o f the
parties and the nature, scope, and limitations o f services to
be performed, and modify the understanding if circum
stances require a significant change during the engagement.

•

Communication with client. Inform the client o f (1) conflicts
of interest that may occur pursuant to interpretations of Rule
102 o f the Code o f Professional Conduct, (2) significant
reservations concerning the scope or benefits of the engage
ment, and (3) significant engagement findings or events.

Further, SSC S No. 1 states, “The performance o f Consulting Ser
vices for an attest client does not, in and o f itself, impair inde
pendence. However, members and their firms performing attest
services for a client should comply with applicable independence
standards, rules and regulations issued by the AICPA, the state
boards o f accountancy, state CPA societies, and other regulatory
agencies.” (CS sec. 100.09) (Footnote omitted)
The attestation standards are available in the following:
•

As part o f the AICPA Professional Standards, volume 1
(product no. 0 05019kk).

•

The A ICPA Codification o f Statements on Standards fo r
Attestation Engagements (product no. 057268kk).

•

As part o f ReSO URCE CD -RO M and ReSO URCE On
line subscriptions.

AlCPA/CICA Business Performance Measures Task Force
The AICPA/CICA Business Performance Measures Task Force,
whose original charge was to develop an assurance service to ad21

dress the growing field o f performance measurement, maintains a
focus on the development and ongoing improvement o f the CPA
Performance View program.
The task force’s current focus is to build awareness and accep
tance o f the CPA Performance View service among practitioners
and the business community, including management, boards of
directors, system developers, outsourcers, and internal auditors.
The task force also will seek to demonstrate the value o f CPA Per
formance View to both industry and practice. For practitioners,
CPA Performance View represents potentially significant engage
ments they can leverage into opportunities to provide other ser
vices, such as procedure development and strategic planning.
To support effective use o f CPA Performance View methodology,
the task force is considering the development o f additional train
ing courses and tools for practitioners. In addition, it is putting
together a competency model illustrating the skills needed to per
form a CPA Performance View engagement.
The Assurance Services Alert CPA Performance View will be pub
lished annually. As you encounter practice issues that you believe
warrant discussion in next year’s Alert, please feel free to share
them with us. Any other comments that you have about the Alert
would also be greatly appreciated. You may e-mail your com
ments to egregory@aicpa.org or send them to:
Ed Gregory, CPA
AICPA
1211 Avenue o f the Americas
New York, NY 10036
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Business Performance Measures Task Force
The AICPA/CICA Business Performance Measures Task Force
and the AICPA and C IC A staff contacts welcome your com
ments and questions about the CPA Performance View program.
Name

Address

Phone/Fax/E-mail

Je ff O rchard
(Chair)

Meyers N orris Penny
808 4th Avenue Southw est
Suite 600
Calgary, Alberta, C an ada
T 2 P 3E8

(403) 2 6 3 -3 3 8 5
(403) 2 6 9 -8 4 5 0
orchardj@ m np.ca

M ason Andres

T h om as & T h om as
2900 St. Michael Drive, Suite 302
Texarkana, T X 7 5 5 0 3

(903) 8 3 1 -3 4 7 7
(903) 8 3 1 -3 4 8 2
em andres@ aol.com

C raig C haney

Brock & C om p an y CPA s P C
1375 Ken Pratt Blvd. C 2
Longm ont, C O 8 0 5 0 1 -6 3 3 4

(303) 7 7 6 -2 1 6 0
(303) 776-2431
craig@ brockcpas.com

Christine A. Lauber

Christine A. Lauber, CPA
1402 M ishaw aka Avenue
South Bend, IN 4 6 6 1 5

(219) 288-4801
(219) 2 8 7 -4 2 8 6
cal@ laubercpa.com

Joh n N ix

Bates C arter & C om pan y
P.O. Draw er 2 3 9 6
525 C andler N E
Gainesville, G A 3 0 5 0 3

(770) 532-9131
(770) 5 36-5223
jnix@ batescarter.com

Pierre Serre

T h e C an ada M ortgage and
Housing C orporation
7 0 0 M ontreal R oad
O ttaw a, O ntario, C an ada

(613) 748-2818
(613) 7 4 8 -2 8 1 4
pserre@cmhc-schl.gc.ca

Erik S kie

Larson Allen Weishair & Co., LLP (651) 2 2 8 -6 3 2 5
800 Minnesota World Trade Center (651) 2 2 8 -6 3 5 5
eskie@ larsonallen.com
30 East Seventh Street
St. Paul, M N 55101

Joh n Turnage

Turnage & C om pany, P C .
5 9 4 4 Sherry Lane, Suite 1350
D allas, T X 7 5 2 2 5

(214) 3 6 1 -4 4 4 4
(214) 692-5991
john@ tcocpa.com

(continued)
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Name

Address

Phone/Fax/E-mail

A m erican In stitu te o f CPA s
1211 Avenue o f the A m ericas
N ew York, N Y 1 0 0 3 6
A1 A nderson
Senior V ice President

(212) 5 9 6 -6 1 4 4
(212) 596-6091
aanderson@ aicpa.org

Louis M atherne
Director, Business A ssurance & A dvisory Services

(212)
(212) 5 9 6 -6 2 3 3
lm atherne@ aicpa.org

E d G regory
Performance View Team Leader

(212) 596-6 2 6 8
(212) 596-6 2 3 3
egregory@ aicpa.org

R on H alse
M arketing M anager

(201) 9 3 8 -3 7 8 8
(201) 9 3 8 -3 7 8 0
rhalse@ aicpa.org

T h e C an adian Institute o f C hartered A ccountants
2 7 7 W ellington Street W est
T oron to, O n tario, C an a d a M 5 V 3 H 2
C airine W ilson
V ice President, Innovation

(416) 2 0 4 -3 3 4 9
(416) 977-8 5 8 5
cairine.wilson@ cica.ca

G regory P. Shields
Director, A ssurance Services D evelopm ent

(416) 204-3 2 3 5
(416) 2 0 4 -3 4 0 8
greg.shields@ cica.ca

Karen D uggan
Principal, A ssurance Services D evelopm ent

(416) 2 0 4 -3 2 3 8
(416) 977-8 5 8 5
karen.duggan@ cica.ca
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Screenshots of CPA Views
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APPENDIX C

Other AICPA Assurance Services Products
Assurance Services
CPE— Overview o f Assurance Services (product no. 182021kk)

CPA SysTrust
AICPA/CICA SysTrust Principles and Criteria for Systems Reliability,
version 1.0 (product no. 060465kk; C D -R O M — product no.
060466kk)

C PE — How to Perform a SysTrust Engagement (product no.
730026kk)
CPE— SysTrust Service: An Overview to the New Assurance Services
on Systems Reliability (product no. 730027kk)

CPA WebTrust
The CPA WebTrust Letter
C PE — Assurance Services Electronic Commerce (product no.
732026kk)
Practice Aid — CPA WebTrust Practitioner’s Guide (product no.
006604kk)
Additional WebTrust information is downloadable from the
AICPA Web site at www.aicpa.org;
•

AICPA/CICA, Guide to Auditors and Users o f a Third Party
Service Provider A udit Report in a Web Trust Engagement,
March 1999 Approved Guide

•

VeriSign, Practitioner D igital ID and Seal Reference M anual
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CPA ElderCare Services
Assurance Services Alert— CPA ElderCare Alert—2001 (product
no. 022231 kk)
Practice A id — CPA ElderCare: A Practitioner's Resource Guide
(product no. 022504kk)

CPE— Assurance Services: ElderCare (product no. 732032kk)

CPA Performance Views
CPA Performance View Services: A Practitioners Guide to Providing
Performance Measurement Engagements (product no. 006606kk)
CPA Performance View PLUS — a three-day workshop.
CPA Views— reporting software that allows companies to easily
track their performance measures.

Oniine CPE Offer
The AICPA offers an online learning library, AICPA InfoBytes.
An annual fee ($95 for members and $295 for nonmembers) will
offer unlimited access to over 1,000 hours o f online CPE in oneand two-hour segments. Register today at www.cpa2biz.com.

Contact the AICPA
To order copies o f AICPA publications or to obtain information
about CPE courses, call the AICPA’s toll free information hotline
at (888) 777-7077, fax a request to the 24-hour fax hotline at
(201) 938-3787, or visit www.cpa2biz.com. You may also write
to the American Institute o f Certified Public Accountants, Order
Department, Harborside Financial Center, 201 Plaza Three, Jer
sey City, N J 07311-3881.
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